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As a type of customer decision support systems, recommender system has 
attracted considerable attention in various disciplines and research fields. While most 
research on recommender system is technical oriented, which lacks necessary analysis 
on consumers. Based on the perspective of consumers, this paper aiming to find out (1) 
what effects do recommendation types and product types exert on consumer decision 
making behaviors; and (2) how consumers’ cognition and evaluation about 
recommender systems interact with their intention of using the recommender systems 
as their decision-making aids? 
This research applies 2 (best-seller recommendation Vs. collaborative filtering 
recommendation) * 2 (utilitarian product Vs. hedonic product) between subjects 
experimental design to explore the influence of recommender systems on consumers’ 
online decision-making behaviors. The results indicate that consumers have higher 
trust and perceived social presence towards collaborative filtering recommendation 
than best-seller recommendation. Additionally, product type moderates the effects of 
recommender system on consumers’ decision making behaviors. Specifically, there 
are higher perceived decision-making effectiveness of best-seller recommendation for 
utilitarian products; while the perceived effectiveness and using intention of 
collaborative filtering recommendation tend to be higher for hedonic products. 
Besides, this paper inspects the path relationship between consumers’ recognition, 
evaluation and using intention of recommender systems through structural equation 
model. In total, consumers’ recognition and evaluation towards recommender systems 
explain 61.6 percent of variation in using intention. 
The paper has verified different effects of recommendation types and product 
types on consumers’ decision-making behaviors, and explored the interaction between 
consumers’ recognition, evaluation and intention of using recommender systems as 
decision-making assistance. Generally speaking, it contributes to expand the research 
scope on recommender systems. 
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海量的产品和信息中进行选择并不容易(Bettman, Johnson, & Payne, 1998)。消费
者从大量待选产品中作出决策会产生许多消极影响，如增加后悔和减少产品满意





性(e.g., Cosley, Lam, Albert, Konstan, & Riedl, 2003; Herlocker, Konstan, Terveen, 
& Riedl, 2004)。但准确性只是用户关于推荐系统的体验的一部分(Knijnenburg, 
Willemsen, Gantner, Soncu, & Newell, 2012)，推荐准确不足以使用户满意或说服
其进行购买。随着推荐系统的发展，有关推荐系统的研究视角从算法准确性转向
用户对推荐系统的体验，并指出推荐系统的透明性和多样性等对用户信念（如信
任、有用性感知）和行为（如再使用意愿）的影响(e.g., L.-T. Huang & Kao, 2011; 
Konstan & Riedl, 2012; Pu & Chen, 2007; W. Wang & Benbasat, 2007)。然而，推荐
系统不仅是一种技术或工具，它也是一种帮助消费者有效决策的助手(Thomas 
Hess, Titah, & Benlian, 2012)，构建支持用户在线决策的系统是推荐系统领域的主






















Konstan, & Riedl, 1999)；此外，推荐系统加强了电子商务中的长尾效应(Yin, 
Venkatesan, Gopal, Garfinkel, & Pathak, 2010)。就商家营销而言，推荐系统通过形
成个性化的推荐减轻消费者的信息负荷并提高其决策质量，从而满足消费者和营














虽然国外许多研究对推荐系统的价值给予了肯定(e.g., Senecal & Nantel, 





































































































买决策过程为核心的消费者决策行为 (e.g., Nicosia,1966; Engel, Kollat & 
Blackwell, 1968)。一般认为，消费者决策过程包含以下步骤：问题识别→信息搜
索→备选方案评估→产品选择→购后评价(e.g., Engel, Kollat & Blackwell, 1968; 






而满意者则在可接受的范围内寻找一个“够好”的方案。J. W. Payne, J. R. Bettman, 










































有效地从大量信息中选择出最佳的商品(Wan, 2005; 鲁良兵, 许百华, & 王会, 
2011)。然而，从大量待选产品中作出决策会产生许多消极影响，如增加后悔、
减少产品满意、降低自尊和自我控制(Murray & Häubl, 2008)，Reutskaja & Hogarth 
(2009)指出，在购买决策中，待选产品数量与决策满意呈倒“U”型，决策过程中
待选产品数量超过 15 个时会造成选择超负荷（choice overload），降低决策质量。 
决策支持系统的出现有助于解决这一难题。在网络消费情境中，消费者决策
认知加工的一个重要的变化在于决策努力从消费者部分转移到决策支持系统
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